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DETAILED ACTION 



Claims 1-48 are pending. Claims 1-48 are rejected. 



Claim Rejections - 35 USC § 102 



The following is a quotation of the appropriate paragraphs of 35 U.S.C. 102 that 
form the basis for the rejections under this section made in this Office action: 

A person shall be entitled to a patent unless - 

(a) the invention was known or used by others in this country, or patented or described in a printed 
publication in this or a foreign country, before the invention thereof by the applicant for a patent. 

(b) the invention was patented or described in a printed publication in this or a foreign country or in public 
use or on sale in this country, more than one year prior to the date of application for patent in the United 



States. 

1 . Claims 1 and 25 are rejected under 35 U.S.C. 102(b) as being clearly anticipated 
by Eggleston (6.061.660). 

Eggleston teaches a method and system to enabling one or more users to 
request incentives to dine at one or more user selected restaurants through a web site 
for receiving requests for incentives at one or more user selected restaurants, 
processing the requests to determine whether the incentives should be provided to the 
user, providing a response to the user indicating if any incentives are being offered by 
one or more restaurants and receiving at the web site a selection from the user for an 
incentive (See the entire patent but see specifically - Figs. 10-12, 15-18, 20 and 25-26; 
Abstract, col. 2, lines 35-55, cols. 3-4, lines 44-1, Summary of the Invention, col. 12, 
lines 49-57, col. 16, lines 30-45. cols. 19-20, cols. 25-26, cols. 31-32. col. 43, lines 60- 
63). 

2. Claims 1-2, 12, 17-18, 20, 35-36, 36, 41-42, and 44 are rejected under 35 
U.S.C. 102(a) as being anticipated by restaurantrow.com. 
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As per claim 1 , restaurantrow.com teaches a method for enabling one or more 
users to request incentives to dine at one or more user selected restaurants, the 
method comprising the steps of (restaurantrow.com - Transmedia Card): 

Providing a web site for receiving requests from users for incentives for dining at 
one or more user selected restaurants (Search Page - under selected features can 
search for restaurants that accept Transmedia Card); 

Providing a response to the user indicating if any incentives are being offered to, 
the user by the one or more restaurants (Search Results); 

Receiving at the web site a selection from the user for an incentive 
(restaurantrow.com - In This case the incentives are provided through Transmedia at 
multiple restaurants). 

As per claim 2, restaurantrow.com teaches receiving a request along with one or 
more dining parameters (Search page - dining parameters include types of ambiance 
and types of entertainment). 

As per claim 1 1 , restaurantrow.com teaches the incentive is a discount 
percentage (Transmedia Card provides a set percentage discount off the meal). 

As per claim 12, restaurantrow.com teaches guaranteeing the incentive with a 
registered mode of payment (The discount to the meal is guaranteed once the 
Transmedia card is utilized to pay for the meal. Thus, the incentive is guaranteed with a: 
registered mode of payment.). 
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As per claim 17, restaurantrow.com teaches the step of processing the incentive 
request further comprises the step of determining a maximum discount amount 
(Transmedia Card - the maximum discount amount if applicable is 20%), 

As per claim 18, restaurantrow.com teaches the step of determining an adjusted 
maximum discount by multiplying the maximum discount amount with a restaurant 
defined multiplier (Transmedia Card - the restaurant defined multiplier in this case is 
zero). 

As per claim 20, restaurantrow.com teaches the step of determining a base 
discount percentage (Transmedia Card - the base discount percentage is this case is 
20% as per the rules of the card). 

Systems claims 25-26, 36, 41-42 and 44 are rejected for the same reasons set 
forth in the method claims. 

Claim Rejections - 35 USC § 103 

The following is a quotation of 35 U.S.C. 103(a) which forms the basis for all 
obviousness rejections set forth in this Office action: 

(a) A patent may not be obtained though the invention is not Identically disclosed or described as set 
forth in section 102 of this title, if the differences between the subject nnatter sought to be patented and 
the prior art are such that the subject matter as a whole would have been obvious at the time the 
invention was made to a person having ordinary skill in the art to which said subject matter pertains. 
Patentability shall not be negatived by the manner in which the invention was made. 

3. Claim 21 , 23, 45, and 47 are rejected under 35 U.S.C. 1 03(a) as being 

unpatentable over restaurantrow.com. 

As per claim 21 , restaurantrow.com does not teach adjusting a discount 

percentage for restaurant defined competitors. It is an old and well known business 

practice that retailers have been taking competitor's pricing and marketing into account 
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in order to make business decisions. It would follow in the adjusting of discount 
percentages in the retail industry. Moreover, it is also old and well known in the 
restaurant industry that the worst problem one can have is empty tables and chairs. 
Additionally, a relatively high rate of turnover for customers is required in the restaurant 
field so that the business remains profitable and a system that optimizes revenue by 
filling the seats to capacity enhance any restaurants earning capacity. It would have 
been obvious to one of ordinary skill in the art at the time of the invention to combine the 
step of adjusting a discount percentage for restaurant defined competitors to the 
restaurantrow.com search engine in order to facilitate and encourage use of the 
incentive and to remain competitive, i.e. make money and ensure the revenue stream. 
These advantages are well known to those skilled in the art. 

As per claim 23, restaurantrow.com does not specifically teach that the dining 
parameter includes enabling the user to enter an alternate minimum amount to spend. 
Permitting a user to input an alternate amount can increase the likelihood that a match 
with the restaurant will be found. The cost of a restaurant is important to many 
consumers who have to watch how much they spend. Additionally, it well known in the 
computer art to use profiles to track and create profiles on individual consumers. These 
profiles could contain the amount a user is willing to spend. Coupon sites, such as 
CoolSavings.com ask these types of questions in their registrations for various 
products/services. It is well known in the targeted advertising/direct marketing area that 
sending incentives/coupons to a consumer who does not have the funds or does not 
purchase products/services in a given price range is counter productive and not worth 




Application/Control Number: 09/580,546 



Pages 



Art Unit: 3726 

the expenditure of the funds. Thus, it would have been obvious to one of ordinary skill 
in the art at the time of the invention to combine the step of receiving requests along 
with the dining parameter of the amount the user is willing to spend in order to maximize 
the chance that the incentive will be redeemed and the seats will be filled thus 
generating revenue for the restaurant and not wasting funds on worthless incentives 
and increasing customer satisfaction as more matches mean more satisfied customers. 

Systems claims 45 and 47 are rejected for the same reasons set forth in method 
claims 21 and 23. 

4. Claims 1-11, 17-22 and 25-35 and 41-47 are rejected under 35 U.S.C. 103(a) as 
being unpatentable over Golden, et al. (5,761 ,648). 

As per claim 1, Golden teaches a method for enabling one or more users to 
request incentives to dine at one or more user selected restaurants, the method 
comprising the steps of (Abstract, col. 1 , lines 58-63):^ 

Providing a web site for receiving requests from users for incentives for dining at 
one or more user selected restaurants (col. 1, lines 5-9^ and 58-63; cols. 5-6, lines 43- 



^ The coupons/certificates includes products or services, which would encompass restaurants. 
Consumers access the data processing system online and browse among their choices and make their 
selections. 

^ "Relates to interactive use by service providers and consumers of electronic certificates over online 
networks," Implicitly includes web sites and the internet. An online service is defined as a business that 
provides access to databases, file archives, conferences, chat groups, and other forms of information 
through dial-up, or dedicated communication links or through the Internet. Most online information 
services also offer access to the Internet connections along with their own proprietary services. The 
largest consumer online information services in the United States are America Online, CompuServe, and = 
The Microsoft Network. See Microsoft Press Computer Dictionary, Third Edition, 1997, pg. 340. America 
Online, CompuServe and The Microsoft Network all utilized forms of web sites. 
^ The receiving of the request can be as simple as reviewing the available coupons from the available 
restaurant on the site and downloading the coupon for printing. 



6); 



.3 



# 
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Providing a response to the user indicating if any incentives are being offered to 
the user by the one or nnore restaurants (cols. 5-6, lines 43-6);'^ 

Receiving at the web site a selection from the user for an incentive (cols. 
5-6, lines 43-6). 

As per claims 2 and 3, Golden teaches as set forth above in claim 1 , Golden also 
teaches requests as set forth in the teachings of claim 1 . Golden additionally teaches 
receiving dining parameters from the users, including when the user wants to dine (Figs. 
5 and 7; col. 6, lines 18-44). Golden does not specifically teach that the electronic 
coupons are used in conjunction with one or more dining parameter. It is old and well 
known in the restaurant industry that the worst problem one can have is empty tables 
and chairs. Additionally, a relatively high rate of turnover for customers is required in 
the restaurant field so that the business remains profitable and a system that optimizes 
revenue by filling the seats to capacity enhance any restaurants earning capacity. It 
would have been obvious to one of ordinary skill in the art at the time of the invention to 
combine the step of receiving requests along with one or more dining parameters in 
order to facilitate and encourage use of the incentive. These advantages are well 
known to those skilled in the art. 

As per claim 4, Golden teaches as set forth above in claim 1 . Golden additionally 
teaches receiving dining parameters from the users (Figs. 5 and 7; col. 6, lines 18-44). : 
Moreover, Golden teaches that household profiles are provided and that coupons 

The response can be that a coupon is available based upon the household profile. Additionally, the 
response could include a passive response such as removal of expired coupons or not providing coupons 
based upon the issuers instructions due to limitations based upon distribution are or a consumer's 
household profile. 
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provided can be based upon these profiles (cols. 4-5, lines 54-8). These profiles could 
contain the nninimum amount a user is willing to spend. Coupon sites, such as 
CoolSavings.com ask these types of questions in their registrations for various 
products/services. It is well known in the targeted advertising/direct marketing area that 
sending incentives/coupons to a consumer who does not have the funds or does not 
purchase products/services in a given price range is counter productive and not worth 
the expenditure of the funds. Thus, it would have been obvious to one of ordinary skill 
in the art at the time of the invention to combine the step of receiving requests along 
with the dining parameter of the minimum amount the user is willing to spend in order to 
maximize the chance that the incentive will be redeemed and the seats will be filled thus 
generating revenue for the restaurant and not wasting funds on worthless incentives. 

As per claim 5, Golden teaches applying one or more restaurant defined rules to 
the request and dining parameters (Abstract). 

As per claim 6, Golden teaches the step of processing the incentive requests 
further comprises the step of determining whether to accept or reject the incentive 
request on a restaurant by restaurant basis. (Abstract). As the offers can be revised 
and/or have various instructions pertaining to the certificates including limitations as to 
the number of certificates to be issued in total and to each individual customer, there 
could be zero certificates issued to individual customers by the certificate issuers. 

As per claims 7 and 8, Golden teaches that one or more rules operate on user 
entered and internal variables (cols. 4-5). The rules operate on the user profile updated 
periodically, which are variables entered by the user, the user history, which are 
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variables entered by the user. Variables are something that is apt to vary or change or 
make differences between items. Thus, the coupon selection, usage tracking, etc. all 
are variables of one sort or another. 

Claim 9 is rejected for the same reasons set forth in claim 1 . The coupons are 
created and modifiable based upon information received by the issuer (cols. 3-5). 

As per claims 10 and 1 1 , Golden does not teach that the incentive is a 
discounted price or a discounted percentage. The examiner takes Official Notice that 
discounted price or discounted percentage are old and well known forms of incentives 
whether on the Internet or in other media. It would have been obvious to one having 
ordinary skill in the art at the time of the invention to have included the step of making 
the incentive either a discounted price or a discounted percentage because the skilled 
artisan would have recognized that this business practice streamlines the process, is 
well known to the consumer thereby saving time spent by a consumer in determining 
the amount to be saved and is clearly applicable to the sale of any type of product or 
service, including restaurant services. These advantages are well known to those 
skilled in the art. 

As per claim 17, Golden does not specifically teach the step of processing the 
incentive request further comprises the step of determining a maximum arriount. 
However, Golden does teach that the issuer can download new coupon instruction, 
change old instructions, or upload information on coupon use based on a consumer's 
household profile (col. 4, lines 54-67). Additionally, Golden teaches that the issuer can 
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review these electronic coupons and modify the instructions (col. 5, lines 1-2).^ In retail, 
as in all business, economics plays a key role. The goal is to maximize profits and 
make money. In designing a coupon, the issuer would intrinsically determine the 
maximum discount amount that he/she believes would entice the consumer to buy the 
product, while still allowing the maximum profit to the business. Thus, it would have 
been obvious to one of ordinary skill in the art at the time of the invention to have 
included the step of determining a maximum discount in the process of Golden in order 
to increase profits, streamline the business and make money. 

As per claim 18. Golden teaches as set forth in claim 17. Golden does not 
specifically teach determining an adjusted maximum amount by multiply the maximum 
discount amount with a restaurant defined multiplier. At the time of the invention, it 
would have been an obvious matter of design choice to a person of ordinary skill in the 
art to determine an adjust maximum discount utilizing a restaurant defined multiplier 
because Applicant has disclosed that determining an adjusted maximum discount by 
multiplying the maximum discount amount with a restaurant defined multiplier provides 
an advantage, issued for a particular purpose, or solves a stated problem. One of 
ordinary skill in the art, furthermore would have expected Applicant's invention to 
perform equally well with either the maximum discount amount as set forth above in 
Golden in relation to claim 17 or the adjusted maximum discount because both 
discounts perform the same function of maximizing revenues and enticing customers 
into the restaurants. 

® The examples of modifications include numbers issued and expiration dates. However, the examiner 
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As per claim 19, Golden teach the step of processing incentive requests using 
customer profile information to one or more restaurant ranked target factors (col. 5, lines 
9-23).^ 

As per claim 20, Golden does not specifically teach the step of processing the 
incentive request further comprises the step of determining a base discount percentage. 
However, Golden does teach that the issuer can download new coupon instruction, 
change old instructions, or upload information on coupon use based on a consumer's 
household profile (col. 4, lines 54-67). Additionally, Golden teaches that the issuer can 
review these electronic coupons and modify the instructions (col. 5, lines 1-2)7 In retail, 
as in all business, economics plays a key role. The goal is to maximize profits and 
make money. In designing a coupon, the issuer would intrinsically determine the base 
discount percentage that he/she believes would entice the consumer to buy the product 
and still get them into the restaurant. This would enable the issuer to expend less 
money enticing customers into the restaurant and avoid utilizing a maximized discount 
scheme. Thus, it would have been obvious to one of ordinary skill in the art at the time 
of the invention to have included the step of determining a base discount percentage 
amount the process of Golden in order to increase profits, streamline the business and 
make money. 



notes the use of e.g. and notes for the record that the modifications are not so limited. 
® Use is analyzed by factors. While is not explicitly stated that the factors are "ranked', it is implicit. One 
can not analyze data in profiles without having the significance of the factors, i.e. redemption vs. number 
of children in the household. 

^ The examples of modifications include numbers issued and expiration dates. However, the examiner 
notes the use of e.g. and notes for the record that the modifications are not so limited. 
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As per claim 21 , Golden does not specifically teach the step of adjusting a 
discount percentage for restaurant defined competitors. , It is an old and well known 
business practice that retailers have been taking competitor's pricing and marketing into 
account in order to make business decisions. It would follow in the adjusting of discount 
percentages in the retail industry. Moreover, it is also old and well known in the 
restaurant industry that the worst problem one can have is empty tables and chairs. 
Additionally, a relatively high rate of turnover for customers is required in the restaurant 
field so that the business remains profitable and a system that optimizes revenue by 
filling the seats to capacity enhance any restaurants earning capacity. It would have 
been obvious to one of ordinary skill in the art at the time of the invention to combine the 
step of adjusting a discount percentage for restaurant defined competitors in order to . 
facilitate and encourage use of the incentive and to remain competitive, i.e. make 
money and ensure the revenue stream. These advantages are well known to those 
skilled in the art. 

Claim 22 is rejected for the same reasons as claim 4. 

As per claim 23, Golden does not specifically teach that the dining parameter 
includes enabling the user to enter an alternate minimum amount to spend. Golden 
additionally teaches receiving dining parameters from the users (Figs. 5 and 7; col. 6. 
lines 18-44). Moreover, Golden teaches that household profiles are provided and that 
coupons provided can be based upon these profiles (cols. 4-5, lines 54-8). Moreover, 
permitting a user to input an alternate amount can increase the likelihood that a match 
with the restaurant will be found. The cost of a restaurant is important to many 
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consumers who have to watch how much they spend. Additionally, it well known in the 
computer art to use profiles to track and create profiles on individual consumers. These 
profiles could contain the amount a user is willing to spend. Coupon sites, such as 
CoolSavings.com ask these types of questions in their registrations for various 
products/services. It is well known in the targeted advertising/direct marketing area that 
sending incentives/coupons to a consumer who does not have the funds or does not 
purchase products/services in a given price range is counter productive and not worth 
the expenditure of the funds. Thus, it would have been obvious to one of ordinary skill 
in the art at the time of the invention to combine the step of receiving requests along 
with the dining parameter of the amount the user is willing to spend in order to maximize 
the chance that the incentive will be redeemed and the seats will be filled thus 
generating revenue for the restaurant and not wasting funds on worthless incentives 
and increasing customer satisfaction as more matches mean more satisfied customers. 

Systems claims 25-35 and 41-47 are rejected for the same reasons set forth in 
the method claims above. 

5. Claims 2-16, 21-24, 26-40 and 45-48 are rejected under 35 U.S.C. 103(a) as 
being unpatentable over Eggleston (6,061 ,660). 

As per claims 2 and 3, Eggleston does not specifically teach that the step of 
receiving the request should include one or more dining parameters. However, 
Eggleston does teach that the incentives program can be based upon restaurateurs 
(col. 43, lines 60-63). Additionally, Eggleston teaches that the incentive programs can 
be based upon customer loyalty (col. 31 , lines 54-58). In the restaurant business, it is 
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old and well known that customer loyalty takes into account one or more dining 
parameters, such as ambiance, cost, ability to get a reservation (when the user intends 
to dine). It is old and well known in the restaurant industry that the worst problem one 
can have is empty tables and chairs. Additionally, a relatively high rate of turnover for 
customers is required in the restaurant field so that the business remains profitable and 
a system that optimizes revenue by filling the seats to capacity enhance any restaurants 
earning capacity. It would have been obvious to one of ordinary skill in the art at the 
time of the invention to combine the step of receiving requests along with one or more 
dining parameters in order to facilitate and encourage use of the incentive. These 
advantages are well known to those skilled in the art. 

As per claim 4, Eggleston does not specifically teach that the dining parameter 
includes the minimum amount the user is willing to spend. However, Eggleston does 
teach that the incentives program can be based upon restaurateurs (col. 43, lines 60- 
63). Additionally, Eggleston teaches that the incentive programs can be based upon 
customer loyalty (col. 31 , lines 54-58). The cost of a restaurant is important to many 
consumers who have to watch how much they spend. Additionally, it well known in the 
computer art to use profiles to track and create profiles on individual consumers. These 
profiles could contain the minimum amount a user is willing to spend. Coupon sites, 
such as CoolSavings-com ask these types of questions in their registrations for various 
products/services. It is well known in the targeted advertising/direct marketing area that 
sending incentives/coupons to a consumer who does not have the funds or does not 
purchase products/services in a given price range is counter productive and not worth 
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the expenditure of the funds. Thus, it would have been obvious to one of ordinary skill 
in the art at the time of the invention to combine the step of receiving requests along 
with the dining parameter of the minimum amount the user is willing to spend in order to 
maximize the chance that the incentive will be redeemed and the seats will be filled thus 
generating revenue for the restaurant and not wasting funds on worthless incentives. 

As per claim 5, Eggleston does not specifically teach the step of processing the 
incentive requests to apply one or more restaurant defined rules to the request and 
dining parameters. Eggleston does teach that the incentives program can be based 
upon restaurateurs (col. 43, lines 60-63). Additionally, Eggleston does teach that each 
object within the incentive program is associated with an action that is associated with 
an interface for permitting a sponsor to enter parameters associated with an incentive 
program, an object association application for associating objects with the parameters 
entered by a sponsor and building a file comprising the objects associated with all of the 
parameters ... (cols. 6-7, lines 53-6 - rules associated with the parameters of the 
incentive programs). Thus, it would have been obvious to one of ordinary skill in the art 
at the time of the invention to have applied one or more restaurant defined rules to the 
request and dining parameters given that it this is a restaurant incentive system and 
restaurant defined rules would streamline the system and speed up the processing of 
the flow thus ensuring that the system worked to the satisfaction of the host of the 
system, the sponsor, the consumer and any retailers creating loyalty by all parties and 
increasing satisfaction and revenues. 
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As per claim 6, Eggleston does not specifically teach determining whether to 
accept or reject the incentive request on a restaurant-by-restaurant basis. However, 
Eggleston does teach that there are winners and losers. Thus, some incentive requests 
are accepted and some are rejected (col, 32, lines 49-52). Additionally, Eggleston does 
teach that the incentives program can be based upon restaurateurs (col. 43, lines 60- 
63). Thus, it would have been obvious to one of ordinary skill in the art at the time of the 
invention to have determined whether to accept or reject the incentive request on a 
restaurant by restaurant basis in view of the teaching that the incentive program can be 
based upon restaurateurs. 

As per claims 7 and 8, Eggleston teaches that one or more rules operate on user 
entered/internal variables (Figs. 15 and 16). 

As per claim 9 Eggleston teaches the step of determining whether to issue an 
incentive and if so, determining the type and amount of incentives (cols. 31-32, cols. 35- 
39). 

As per claims 10 and 1 1 , Eggleston does not specifically teach that the incentive 
is a discounted price or a discounted percentage. However, Eggleston describes 
incentive programs to include discount coupon program (col. 1 , lines 31-33). Both 
discounted prices and discounted percentages are well known forms of discount coupon 
programs, i.e. get $5.00 off or 5% off your next meal. Thus, it would have been obvious 
to one of ordinary skill in the art at the time of the invention to use either a discount price 
or a discount percentage, in view of the teaching of Eggleston that discount coupon 
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programs were well known incentive programs and discount prices and discount 
percentages are two of the best known forms of these programs. 

As per claim 12, 14 and 15, Eggieston teaches guaranteeing the incentive with a 
registered mode of payment, enabling one or more user to pay with a register mode of 
securing a payment and crediting the mode of securing a payment with the incentive, as 
well as tracking one or more items purchased via s registered mode of securing 
payment (Fig. 22; col. 32, lines 34-36; cols. 39-41), 

As per claim 13, Eggieston teaches awarding one or more reward points when 
the user performs one or more predetermined activities wherein the one or more reward 
points have a cash value (col. 7, lines 46-49; cols 31-32, lines 38-36). 

As per claim 16, Eggieston teaches that the cash value associated with the 
reward points can be credited to the user (col. 7, lines 46-49; cols 31-32, lines 38-36; 
col. 35, lines 26-29). 

As per claim 21 , Eggieston does not teach the step of adjusting a discount 
percentage for restaurant defined competitors. It is an old and well known business 
practice that retailers have been taking competitor's pricing and marketing into account 
in order to make business decisions. It would follow in the adjusting of discount 
percentages in the retail industry. Moreover, it is also old and well known in the 
restaurant industry that the worst problem one can have is empty tables and chairs. 
Additionally, a relatively high rate of turnover for customers is required in the restaurant 
field so that the business remains profitable and a system that optimizes revenue by 
filling the seats to capacity enhance any restaurants earning capacity. It would have 
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been obvious to one of ordinary skill in the art at the time of the invention to combine the 
step of adjusting a discount percentage for restaurant defined competitors in order to 
facilitate and encourage use of the incentive and to remain competitive, i.e. make 
money and ensure the revenue stream. These advantages are well known to those 
skilled in the art. 

Claim 22 is rejected for the same reasons as claim 4. 

As per claim 23, Eggleston does not specifically teach that the dining parameter 
includes enabling the user to enter an alternate minimum amount to spend. However, 
Eggleston does teach that the incentives program can be based upon restaurateurs 
(col. 43, lines 60-63). Additionally, Eggleston teaches that the incentive programs can 
be based upon customer loyalty (col. 31 , lines 54-58). Moreover, permitting a user to 
input an alternate amount can increase the likelihood that a match with the restaurant 
will be found. The cost of a restaurant is important to many consumers who have to 
watch how much they spend. Additionally, it well known in the computer art to use 
profiles to track and create profiles on individual consumers. These profiles could 
contain the amount a user is willing to spend. Coupon sites, such as CoolSavings.com 
ask these types of questions in their registrations for various products/services. It is 
well known in the targeted advertising/direct marketing area that sending 
incentives/coupons to a consumer who does not have the funds or does not purchase 
products/services in a given price range is counter productive and not worth the 
expenditure of the funds. Thus, it would have been obvious to one of ordinary skill in 
the art at the time of the invention to combine the step of receiving requests along with 
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the dining parameter of the amount the user is willing to spend in order to maximize the ; 
chance that the incentive will be redeemed and the seats will be filled thus generating 
revenue for the restaurant and not wasting funds on worthless incentives and increasing 
customer satisfaction as more matches mean more satisfied customers. 

As per claim 24, Eggleston does not teach that a restaurant defined factor is 
used to compensate for the alternate minimum spend amount. However, Eggleston 
does teach that one or more rules operate on user entered/internal variables (Figs. 15 
and 16). These mles could easily encompass adjusting the incentive discount by a 
restaurant defined factor to compensate for the alternate minimum spend amount. 
Eggleston does teach that the incentives program can be based upon restaurateurs 
(col. 43, lines 60-63). Additionally, Eggleston teaches that the incentive programs can 
be based upon customer loyalty (col. 31 , lines 54-58). Moreover, as permitting a user 
to input an alternate amount can increase the likelihood that a match with the restaurant 
will be found, it is simple economics that the restaurant would want to adjust the 
incentive to compensate for the alternate amount in order to maximize profits. The cost 
of a restaurant is important to many consumers who have to watch how much they 
spend. Thus, it would have been obvious to one of ordinary skill in the art at the time of 
the invention to adjust the incentive discount by a restaurant defined factor to 
compensate for the alternate minimum spend amount in order to maximize profits and 
thus generating revenue for the restaurant and not wasting funds on worthless 
incentives and increasing customer satisfaction as more matches mean more satisfied 
customers. 
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System claims 26-40 and 45-48 are rejected for tine same reasons set fortli in the 
metliod claims. 



Any inquiry concerning this communication or earlier communications from the 
examiner should be directed to Jennifer I. Harle whose telephone number Is (703) 306- 
2906. The examiner can normally be reached on Monday - Thursday. 

If attempts to reach the examiner by telephone are unsuccessful, the examiner's 
supervisor, Robert P. Olszewski can be reached on (703) 308-5183. The fax phone 
numbers for the organization where this application or proceeding Is assigned are (703) 
305-7687 for regular communications and (703) 305-7687 for After Final . 
communications. 

Any Inquiry of a general nature or relating to the status of this application or 
proceeding should be directed to the receptionist whose telephone number Is (703) 308- 



Conclusion 
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Jennifer lone Harle 
December 30, 2002 




Kenneth R. Rice 
Primary Examiner 



